Although individual values have been found as important antecedents of human behaviour, their effects on online shopping behaviour remain poorly understood. In this study, we aim to address this gap in prior research by examining the effects of individual values on both total online shopping spending and the specific types of online shopping spending in terms of orders made (1) with traditional computers versus mobile devices, (2) from businesses versus other consumers, and (3) from domestic versus foreign online stores. The examination is based on the data from 565 Finnish online shoppers, which was collected via an online survey between February 2019 and March 2019 and is analysed by using structural equation modelling (SEM). The findings of the study suggest that stimulation and humility act as the most important antecedents of online shopping spending but there are also seven other individual values with interesting effects on specific types of online shopping spending.
Introduction
Individual values have been found as important antecedents of human behaviour. For example, in the context of information systems (IS), values have been found to influence, information and communication technology (ICT) use (Goncalves, Oliveira & Cruz-Jesus, 2018) , Internet use (Bagchi et al., 2015; Choden et al., 2019) , the evaluation of IS and ICT products and services (Kujala & Väänänen-Vainio-Mattila, 2009; Partala & Kujala, 2016) , technology adoption (Isomursu et al., 2011; Partala & Saari, 2015) , technology design (Kinnula et al., 2018) , the adherence to information security rules (Myyry et al., 2009) , the motivations of hackers (Madarie, 2017) , the motivations for contributing to open source initiatives (Oreg & Nov, 2008) , project team success (Jetu & Riedl, 2013) , as well as online gaming (Ramírez-Correa, Rondán-Cataluña & Arenas-Gaitán, 2018) . Respectively, in the context of marketing, values have been found to influence various aspects of consumer behaviour, such as sustainable consumption (Thøgersen & Ölander, 2002) , ethical consumption (Shaw et al., 2005) , conscious consumption (Pepper, Jackson & Uzzell, 2009) , and fair-trade consumption (Doran, 2009) . However, at the intersection of IS and marketingelectronic commerce -there have been very few prior studies on the effects of values on online shopping behaviour. The few exemptions to this are the studies by Jayawardhena (2004) , Hansen (2008) , as well as Wu, Cai, and Liu (2011) , but they also have focused only on very abstract and general conceptualisations of both values and online shopping behaviours instead of more in-depth inquiries.
In this study, our aim is to address the aforementioned gap in prior research by examining the effects of individual values on online shopping spending. However, in addition to focusing only on total online shopping spending, we will focus also on the specific types of online shopping spending in terms of orders made (1) with traditional (i.e., desktop or laptop) computers versus mobile devices (e.g., mobile phones and tablet computers), (2) from businesses (i.e., business-to-consumer, B2C) versus other consumers (i.e., consumer-toconsumer, C2C), and (3) from domestic versus foreign online stores. These specific types of online shopping spending were selected both due to their practical relevance to the managers of online stores and due to the interest shown in them in prior research (e.g., Leonard & Jones, 2010; Groß, 2015; Huang & Chang, 2017; Mou et al., 2017) . The examinations are based on the data from 565 Finnish online shoppers, which was collected via an online survey between February 2019 and March 2019 and is analysed by using structural equation modelling (SEM).
The paper consists of six sections. After this introductory section, we will next briefly discuss individual values in Section 2. This is followed by a description of the methodology of the study in Section 3. The results of the study are reported in Section 4 and discussed in more detail in Section 5. Finally, we will conclude the paper with a discussion of the limitations of the study and some potential paths of future research in Section 6.
Individual Values
According to Schwartz (1992) , individual values are commonly considered to have five formal features: (1) they are concepts or beliefs, (2) they pertain to desirable end states or behaviours, (3) they transcend specific situations, (4) they guide the selection or evaluation of behaviour and events, and (5) they are ordered by relative importance. Over the years, numerous studies (e.g., Rokeach, 1973; Schwartz & Bilsky, 1987; Schwartz, 1992) have suggested that the values held by individuals have a significant impact on their behaviours. As a consequence, multiple ways to measure values have been proposed. These include the Rokeach Value Survey (RVS) by Rokeach (1973) , the Values and Lifestyles (VALS) by Mitchell (1983) , and the List of Values (LOV) by Kahle (1983) . However, probably the two most well-known and widely-used measures of values are the Schwartz Value Survey (SVS) by Schwartz (1992) and the Portrait Values Questionnaire (PVQ) by Schwartz et al. (2001) , which are both based on the theory of basic human values by Schwartz (1992) . In this study, we will also base our measurement of values on this same theory, or more specifically its more recent refinement by Schwarz et al. (2012) . This refined theory of basic individual values identifies a total of 19 individual values with different motivational goals, which are all listed in Table 1 . 972 32 ND BLED ECONFERENCE HUMANIZING TECHNOLOGY FOR A SUSTAINABLE SOCIETY, CONFERENCE PROCEEDINGS 
Universalismconcern
Commitment to equality, justice, and protection for all people These values are assumed to from a circular motivational continuum as illustrated in Figure 1 . As described by Schwartz et al. (2012) , closest to the centre are the values themselves, which are arranged in a circular order so that the values that have compatible motivational goals are closest to each other, whereas the values that have conflicting motivational goals are furthest away from each other. The second circle from the centre groups the 19 values into four higher-order values. Of them, the openness to change values emphasise readiness for new ideas, actions, and experiences. They contrast with the conservation values that emphasise self-restriction, order, and avoiding change. In turn, the selfenhancement values emphasise pursuing one's own interests. They contrast with the self-transcendence values that emphasise transcending one's own interests for the sake of others. The two outmost circles depict the more in-depth theoretical basis behind the order of the values. The values bounded by the right side of the third circle from the centre have a personal focus, so they are concerned with the outcomes for self. In contrast, the values bounded by the left side of the third circle from the centre have a social focus, so they are concerned with the outcomes for others or for established institutions. Finally, the values bounded by the top half of the fourth circle from the centre foster growth and self-expansion and are more likely to motivate people when they are free of anxiety. In contrast, the values bounded by the lower half of the fourth circle from the centre serve self-protection and aim to avoid anxiety. 
Methodology
The data for this study was collected via an online survey between February 2019 and March 2019. The respondents were recruited mainly by sharing the survey link through the internal communication channels (e.g., mailing list, newsletters, and bulletin boards) of our university. In addition, because the respondents who completed the survey were able to take part in a price draw of ten cinema tickets, the survey link was also posted to six websites promoting online competitions. The survey questionnaire consisted of multiple items related to the demographics of the respondents (e.g., gender, age, and income), their online shopping behaviour (e.g., how often do they shop online), as well as their personality and values. The aforementioned 19 individual values were measured reflectively by two items each. This set of 38 items was adapted from Schwartz et al. (2012) and is reported in Appendix A. The measurement scale of the items was the standard five-point Likert scale. There was also the option to give no response, which resulted in a missing value. In turn, online shopping spending was measured by first asking the respondents to assess their average monthly online shopping spending in euros. After this, the respondents were asked to assess with three pairs of percentages how this spending is distributed between the orders made (1) with traditional computers versus mobile devices, (2) from businesses versus other consumers, and (3) from domestic versus foreign online stores. Each of these three pairs of percentages was required to sum up to one hundred.
The collected data was analysed by using covariance-based structural equation modelling (SEM) conducted with the Mplus version 7.11 statistical software (Muthén & Muthén, 2019) . Due to the non-normal distributions of many of the indicator variables, the model estimation was conducted by using the MLR estimator, which stands for maximum likelihood estimator robust to non-normal data. The missing values in the indicator variables were handled by using the FIML estimator, which stands for full information maximum likelihood and uses all the available data in the model estimation. In total, we estimated seven separate models, in each of which we examined the effects of the same value constructs on a different outcome variable. In the first model, we examined the effects of individual values on total online shopping spending. In the remaining six models, we examined the effects of individual values on the specific types of online shopping spending in terms of orders made (1) with traditional computers, (2) with mobile devices, (3) from businesses, (4) from other consumers, (5) from domestic online stores, and (6) from foreign online stores. These specific types of online shopping spending were calculated by simply multiplying the total online shopping spending with the appropriate percentages. In each of the seven models, we also controlled the effects of gender, age, and income by using these variables as covariates of the outcome variable. In the case of gender, men were coded as zero and women were coded as one. In the case of income, the values of the control variable ranged from one to seven, which represented the seven income classes reported in Table 2 .
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Results
In total, we received 580 responses to our online survey. However, 15 of these responses had to be dropped from the study due to invalid or missing data, resulting in a sample size of 565 responses to be used in the actual analyses. The descriptive statistics of this sample are reported in Table 2 . As can be seen, the majority of the respondents were women. The age of the respondents ranged from 18 to 78 years, with a mean of 35.1 years and a standard deviation of 13.3 years. Because of the recruitment strategy, students constituted a considerable share of the respondents (34.9 %). However, the respondents were relatively active online shoppers, and most of them (74.9 %) shopped online at least monthly. The reported average monthly online shopping spending of the respondents ranged from 0 € to 1,500 €, with a mean of 86.39 € and a standard deviation of 126.53 €. Of this total spending, the respondents reported using about 61 % on orders made with traditional computers and about 39 % on orders made with mobile devices, which resulted the spending on orders made with traditional computers to have a mean of 49.26 € and a standard deviation of 86.70 € and the spending on orders made with mobile devices to have a mean of 37.12 € and a standard deviation of 83.25 €. Respectively, of the total spending, the respondents reported using about 77 % on orders made from businesses and about 23 % on orders made from other consumers, which resulted the spending on orders made from businesses to have a mean of 67.22 € and a standard deviation of 98.18 € and the spending on orders made from other consumers to have a mean of 19.17 € and a standard deviation of 44.51 €. Finally, of the spending on orders made from businesses, the respondents reported using about 63 % on orders made from domestic online stores and about 37 % on orders made from foreign online stores, which resulted the spending on orders made from domestic online stores to have a mean of 39.97 € and a standard deviation 976 32 ND BLED ECONFERENCE HUMANIZING TECHNOLOGY FOR A SUSTAINABLE SOCIETY, CONFERENCE PROCEEDINGS of 58.97 € and the spending on orders made from foreign online stores to have a mean of 27.25 € and a standard deviation of 65.19 €. The percentages of missing data, means, and standard deviations (SD) of the 38 items measuring the 19 individual values are reported in Appendix A. In the following three sub-sections, we will first evaluate the reliability, validity, and goodness-of-fit of the generic measurement model that contains all the value constructs but does not yet contain any of the outcome variables. In the final sub-section, we will report the estimation results for the seven models that contain also the outcome variables.
Indicator Reliability and Validity
Indicator reliabilities and validities were evaluated by using the standardised loadings of the indicators, which are reported in Appendix B. In the typical case where each indicator loads on only one construct, it is commonly expected that the standardised loading of each indicator should be statistically significant and greater than or equal to 0.707 (Fornell & Larcker, 1981) . This is equal to the standardised residual of each indicator being less than or equal to 0.5, meaning that at least half of the variance of each indicator is explained by the construct on which it loads. However, also a less strict criterion of the standardised loading of each indicator being statistically significant and greater than or equal to 0.6 has been commonly used (Bagozzi & Yi, 1988) . As can be seen form Appendix B, 36 out of the 38 indicators were found to meet the former stricter criterion, and also the two remaining indicators met the latter less strict criterion. Thus, we consider all the indicators to have satisfactory reliability and validity. 978 32 ND BLED ECONFERENCE HUMANIZING TECHNOLOGY FOR A SUSTAINABLE SOCIETY, CONFERENCE PROCEEDINGS
Construct Reliability and Validity
Construct reliabilities were evaluated by using the composite reliabilities (CR) of the constructs (Fornell & Larcker, 1981) , which are reported in Appendix B. In order to have satisfactory reliability, it is commonly expected that the CR of the construct should be greater than or equal to 0.6 (Bagozzi & Yi, 1988) . As can be seen, all the constructs were found to meet this criterion. In turn, construct validities were evaluated by examining the convergent and discriminant validity of the constructs with the two criteria proposed by Fornell and Larcker (1981) .
Both of them are based on the average variance extracted (AVE) of the constructs, which refers to the average proportion of variance that a construct explains in its indicators. In order to have satisfactory convergent validity, the first criterion expects that each construct should have an AVE that is greater than or equal to 0.5. This means that, on average, each construct should explain at least half of the variance in its indicators. The AVE of each construct is reported in Appendix B. As can be seen, all the constructs were found to meet also this criterion.
In order to have satisfactory discriminant validity, the second criterion expects that each construct should have a square root of AVE greater than or equal to its absolute correlation with the other constructs in the model. This means that, on average, each construct should share at least an equal proportion of variance with its indicators than it shares with these other constructs. The correlations between the constructs (off-diagonal cells) and their square roots of AVEs (ondiagonal cells) are reported in Appendix D. As can be seen, there were three pairs of constructs that were not found to meet this criterion: self-direction-thought and self-direction-action, security-personal and security-societal, as well as benevolence-caring and benevolence-dependability. Because of this, we decided to modify our model by specifying these six first-order constructs as reflective measures of three more general second-order constructs: self-direction (measured by self-direction-thought and self-direction-action), security (measured security-personal and security-societal), and benevolence (measured by benevolence-caring and benevolence-dependability). The standardised loadings of the indicators of these three new constructs as well as their CRs and AVEs are reported in Appendix C. As can be seen, based on the aforementioned criteria, all their indicators were found to have satisfactory reliability and validity, and also the constructs themselves were found to have satisfactory reliability and convergent validity. Finally, Appendix E reports the revised correlations between the constructs (off-diagonal cells) and their square roots of AVEs (on-diagonal cells). As can be seen, all the constructs were now found to meet the aforementioned criterion. Note that as suggested by Koufteros, Babbar, and Kaighobadi (2009) , this examination excludes the six constructs that were previously found problematic. The discriminant validity of these first-order constructs can be considered to be of less importance because they act as reflective indicators of the second-order constructs and are, therefore, expected to be highly correlated. One also cannot, at the same time, aim to maximise the discriminant validity of the first-order constructs that act as reflective measures of a second-order construct and the convergent validity of that same secondorder construct because the former would require the first-order constructs to be as weakly correlated as possible, whereas the latter would require the firstorder constructs to be as strongly correlated as possible. Thus, Koufteros, Babbar, and Kaighobadi (2009) suggest that the examination and establishment of the convergent validity of the second-order constructs should take precedence.
Goodness-of-Fit
In accordance with the guidelines by Gefen, Rigdon, and Straub (2011) , the goodness of-fit of the aforementioned modified model was assessed by using the χ 2 test of model fit and four alternative fit indices recommended in recent methodological literature (Hu & Bentler, 1999) : the comparative fit index (CFI), the Tucker-Lewis index (TLI), the root mean square error of approximation (RMSEA), and the standardized root mean square residual (SRMR). Together, they assess the model fit comprehensively from both relative (CFI and TLI) and absolute (RMSEA and SRMR) perspectives (Hooper, Coughlan & Mullen, 2008) .
As it is typical for models estimated by using large sample sizes (Bentler & Bonett,1980) , especially in the case of multivariate non-normality (Hooper, Coughlan & Mullen, 2008) , the χ 2 test of model fit rejected the null hypotheses of the model fitting the data (χ 2 (539) = 636.863, p = 0.002). In contrast, the four fit indices (CFI = 0.988, TLI = 0.984, RMSEA = 0.018, and SRMR = 0.029) all indicated an acceptable fit by clearly meeting the cut-off criteria (CFI ≥ 0.95, TLI ≥ 0.95, RMSEA ≤ 0.06, and SRMR ≤ 0.08) suggested by Hu and Bentler (1999) . 
Estimation Results
The estimation results of the seven models in terms of the standardised regression coefficients and their statistical significance, the proportions of explained variance (R 2 ), as well as the goodness-of-fit statistics are reported in Table 3 . As can be seen, also in this case, the χ 2 test of model fit rejected the null hypotheses of the models fitting the data, whereas the four fit indices all indicated the models to have an acceptable fit. In addition, because of the high number of explanatory variables in the regression equations, we examined the potential multicollinearity issues by using the estimated factor scores and the variance inflation factors (VIF). The VIFs were all clearly below ten, thus indicating no multicollinearity issues in any of the models. Universalismconcern -0.179 0.020 -0.281* -0. In terms of control variables, gender was found to have statistically significant effects on total online shopping spending as well as the spending on orders made with traditional computers, from businesses, and from domestic and foreign online stores. All these effects were negative, meaning that women spent less than men. Age was found to have no statistically significant effects, whereas income was found to have statistically significant effects on total online shopping spending as well as the spending on orders made with traditional computers and mobile devices, from businesses, and from domestic and foreign online stores. All these effects were positive, meaning that those with higher income also spent more. The proportions of explained variance by the control variables ranged 982 32 ND BLED ECONFERENCE HUMANIZING TECHNOLOGY FOR A SUSTAINABLE SOCIETY, CONFERENCE PROCEEDINGS from about 1.7 % in the case of orders made from other consumers to about 11.8 % in the case of orders made with traditional computers.
In terms of individual values, we found nine out of the 16 values to have statistically significant effects on online shopping spending. First, total online shopping spending was found to be affected positively by stimulation and negatively by humility. In turn, the spending on orders made with traditional computers was found to be affected positively by self-direction, powerresources, and conformity-interpersonal and negatively by humility. In contrast, the spending on orders made with mobile devices was found to be affected negatively by universalism-concern. The spending on orders made from businesses was found to be affected negatively by humility, whereas the spending on orders made from other consumers was found to be affected positively by stimulation. Finally, the spending on orders made from domestic online stores was found to be affected positively by hedonism and conformity-rules, whereas the spending on orders made from foreign online stores was found to be affected positively by stimulation and security. The proportions of explained variance by the values ranged from about 5.5 % in the case of orders made from domestic online stores to about 14.8 % in the case of orders made from foreign online stores.
Discussion and Conclusions
In this study, we examined the effects of individual values on both total online shopping spending and the specific types of online shopping spending in terms of orders made (1) with traditional computers versus mobile devices, (2) from businesses versus other consumers, and (3) from domestic versus foreign online stores. The study focused on 16 values that were based on the refined theory of basic individual values by Schwartz et al. (2012) . From a purely statistical perspective, these values were found to act as relatively weak antecedents of online shopping spending. For example, the values were found to explain only a small proportion of the observed variance in both total online shopping spending and the specific types of online shopping spending, with only nine out of the 16 values having statistically significant effects. However, from a more substantial perspective, the role of the values as antecedents of online shopping spending can still be considered as surprisingly strong. After all, one must keep in mind that human behaviour is always a challenging phenomenon to explain or predict, M. Makkonen, L. Frank & T. Kemppainen: The Effects of Individual Values on Online Shopping Spending 983 and the examined values were all very general in nature and by no means specific to the context of online shopping. Values are also typically considered to affect online shopping behaviour through multiple mediating constructs, such as attitude and intention (e.g., Jayawardhena, 2004) , which limits their explanatory or predictive power.
The two individual values that were found to act as the most important antecedents of online shopping spending were stimulation and humility. These were the only two values that were found to have a statistically significant effect on not only on a specific type of online shopping spending but also on total online shopping spending. The effect of stimulation on total online shopping spending was found to be positive. This finding is in line with prior research, in which a higher optimal stimulation level (i.e., the personally preferred level of stimulation) has been found to be associated with a higher level of consumer innovativeness (Raju, 1980; Steenkamp & Baumgartner, 1992) and consumer innovativeness, in turn, has been found to have a positive effect on the adoption of online shopping (Citrin et al., 2000) . More specifically, stimulation was also found to increase the spending on orders made from foreign online stores and from other consumers. Also these findings are largely in line with prior research, in which a higher optimal stimulation level has been found to be associated not only with a higher level of consumer innovativeness but also with a higher level of risk-taking (Raju, 1980; Steenkamp & Baumgartner, 1992) . This tendency for risk-taking, in turn, is required especially when ordering from foreign online stores and other consumers, which is why these two specific types of online spending are most strongly affected by stimulation. In contrast, the effect of humility on total online shopping spending was found to be negative. This finding is not particularly surprising when considering that consumers who value humility and modesty are likely to avoid luxury or conspicuous consumption, which causes them to spend less both online and offline. More specifically, humility was also found to decrease the spending on orders made with computers and from businesses. Also these findings are not surprising when considering that luxury goods are most commonly purchased from businesses rather than other consumers. Respectively, because of the higher price, consumers typically spend considerable amounts of time on information search and the evaluation of alternatives when making these purchase decisions, which is why the purchases are more likely to be made with traditional computers rather than with mobile 984 32 ND BLED ECONFERENCE HUMANIZING TECHNOLOGY FOR A SUSTAINABLE SOCIETY, CONFERENCE PROCEEDINGS devices. Thus, when the luxury or conspicuous consumption is reduced, it has the strongest effects on these two specific types of online spending.
The remaining seven individual values with statistically significant effects were found to affect only one specific type of online shopping spending. For example, hedonism was found to increase the spending on orders made from domestic online stores and decrease the spending on orders made from foreign online stores, although this latter effect was not quite statistically significant. This would seem to suggest that whereas shopping in domestic online stores is perceived as a pleasurable activity by many consumers, the opposite is often true for shopping in foreign online stores. In turn, universalism-concern was found to decrease the spending on orders made with mobile devices. This likely due to its strong associations with consumption movements like sustainable consumption (Thøgersen & Ölander, 2002 ), ethical consumption (Shaw et al., 2005 , conscious consumption (Pepper, Jackson & Uzzell, 2009) , and fair-trade consumption (Doran, 2009) , which all highlight responsible consumer behaviour instead of impulsive purchasing that often characterises mobile online shopping (Schwartz, 2012; Lee, Park & Jun, 2014; Zheng et al., 2019) . In contrast, the spending on orders made with mobile devices seemed to be slightly increased by the motivation of maintaining one's face, although this effect was not quite statistically significant. This finding may be explained by the fact that especially younger consumers often see mobile online shopping as a somewhat trendier way to shop online in comparison to traditional online shopping. Thus, if one is motivated to maintain a trendy public image, one is likely to favour this specific type of online shopping spending. The same logic, although inversely, may also be used to explain the finding that self-direction was found to increase the spending on orders made with traditional computers. That is, if the motivation to maintain one's face causes consumers to spend more on orders made with mobile devices, then the freedom from such social pressure is likely to reduce this tendency or even result in an opposite tendency of spending more on orders made with traditional computers. In addition, the spending on orders made with traditional computers was found to be increased by power-resources, which may simply be due to the fact that consumers with more materialistic motivations often have more materialistic possessions, including also a traditional computer that is required for this specific type of online shopping spending. Finally, we found security to increase the spending on orders made from foreign online stores as well as conformity to increase the spending on orders made from M. Makkonen, L. Frank & T. Kemppainen: The Effects of Individual Values on Online Shopping Spending 985 domestic online stores and with computers. Of these, the latter findings are not particularly surprising because making orders with traditional computers from domestic online stores represents a very conservative way of shopping online, which is likely to be more common among consumers who foster conservative values like conformity. In contrast, the former finding can be considered a bit more surprising but is perhaps explainable by the fact that consumers who value security are also likely to be more security conscious and aware of the risks that relate to making orders in foreign online stores. This awareness, in turn, may help them to mitigate these risks and increase this specific type of online shopping spending.
In addition to providing the aforementioned theoretical insights, the findings of this study also have important practical implications for the managers of online stores in terms of promoting online spending. For example, on one hand, the findings highlight the fact that especially for foreign online stores and online services that facilitate C2C commerce it is important to lower the level of perceived risk associated with shopping in them in order to promote their usage also among consumers with lower optimal stimulation levels and lower risktaking tendencies. This lower level of perceived risk is also likely to promote the level of perceived hedonic value associated with shopping in them, thus causing them to be more actively used also by consumers with more hedonic shopping tendencies. On the other hand, the findings highlight the fact that online stores should be cautious in terms of employing marketing practices that promote impulse purchasing and other kinds of irresponsible consumer behaviour. Although these practices may have a positive effect on their sales among some consumers, their effect on sales is likely to be negative especially among consumers who value universalism and consumption movements like sustainable, ethical, conscious, and fair-trade consumption, which all seem to be increasing rather than decreasing in popularity.
Limitations and Future Research
We see this study to have two main limitations. First, we collected the data for this study only from Finnish consumers, and our sample was also dominated by women and younger consumers. This obviously limits the generalisability of our findings and calls for future replications of this study in other countries and by using more balanced samples. Second, our measurements of online shopping 986 32 ND BLED ECONFERENCE HUMANIZING TECHNOLOGY FOR A SUSTAINABLE SOCIETY, CONFERENCE PROCEEDINGS spending were based on self-reported retrospective assessments, which is likely to result some inaccuracies. Thus, in future studies, it is important to aim at improving the measurement accuracy through methodological advancements. For example, one alternative could be to ask the study participants to keep a diary of their online shopping behaviours and use these diaries as the data source of the study. Of course, in future studies, it would also be interesting to focus on other specific types of online shopping spending than the ones that were examined in this study. One example of this would be to consider the context in which the orders were made (e.g., while at home or while on the go).
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